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Promotion Effectiveness 
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Promote CAMEL When Marlboro is Not. 


Gain more incremental volume over time by flighting promotion when 
competition is not there. 


Promote in Pack Outlets. 


CAMEL has a low incremental sales response in most supermarkets. 


Maximize In-Store Impact. 


Incremental sales response goes up significantly if brand presence is 
dominant. 


Get Retailers to Cost Share 





At new margins, more than 20€ off a pack will likely result in profit losses. 


Heavy-Up Spending Where Growth and Promotion Responsiveness Highest 
Store by Store. 
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OUTLET RESPONSIVENESS 








Spend where the upside is the greatest .... wherever you can get greatest 
response for least $ spent. This tends to be: 


e Low CAMEL share of Full Price 





e Larger Full Price NM Category 


- Low absolute Full Price price level 
- Smaller gap versus Savings 
-- Absence of 3rd Tier 


e Larger Mid-Price versus Lowest 
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Field Sales Promotion Opportunities 
.. Opportunities for Field Sales to generate P.V. outside the Marketing Plan. 


@ Multiple Pack Purchase Incentives 
- 2 Pack/3 Pack Blister Units 
- Convenience/Gas 
- Supermarkets A 


e Temporary Displays (Non- Paid) 
- 30-40 Packs 
- New Distribution 
- Distributor Assist 


e Price Communication 
- Maintain FP Price Communication 


e Co-Marketing Accrual Program 
@ Retailer Co-Ops 
e Other 
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MEASUREMENT OF RETURN 
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@ Region SOFP tracking from MARLIN. 


e Promotion response analyses (WINSTON-SALEM). 
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e Individual store response from store data. 








RJR Investment Sales Increase 
Per Carton To Break Even 
$2 +60% Lower with 
| Retailer Cost 
$1 +30% Sharing 


698L ZPLTS 








YO) OTHON NI Gù 





LEARNING ON OTHER RJR BRANDS 


e All Other RJR Full Price: 





Learning to date indicates that CAMEL guidelines apply to all other FP brands. 


- In addition, WINSTON responsiveness to carton promotions in some super- 
markets. ] 


e SAVINGS: 


Work in progress, but several factors drive responsiveness: 


- Price communication 
- Promotion dominance 
- Flighted vs. full-time promotion (coupon/buy down) 
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